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'ABSTRACT ^ 

•^he individualized learning package for secondary 
consumer education deals with- consumer jfenying as influenced by 
advertising. The^ teacher's, seofticyi of the package* contains a 
statement of purpose and* instructional objectives. Equipment and 
materials^ (specific textbooks, dudiovisua-1 aids, and sources for 
sample post-test advertisements) needed for the unit are listed. The 
suggested method of evaluation requires the use of 4^ pretest, 
self-tests^ -and a post--test.' Answer keys and copies of these tests 
are included. The student section contains learning objectives, the^. 
pre-test, • and three lessons to be completed, independently . The ^-vj 
.lessons cover the functions ,of advertising for seller^s and con^titaers, 
kinds of advertising, and wise u-se of advertising. Behavioral 
•objectives, instructions (which list materials. needet^T,. specify the 
number of activities to be done, and indicate the level of competency 
required on the self-;test before proceeding) , learning activities, 
and a self -test are pre^4nted for each lesson. The actfvities involve 
reading (textbook or material in the package) , viewing films, arid 
finding and analyming various advertisements. A list of activities 



.ng ana anaiymmg 
for further study completes the student section. 
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TEACHER'-S SECTION ' 



1. Statement of Purpose 

A. Major generalization to be learned: 



The consumer's selection of goods and services^s'^af f ected by ^ 

advertising. ^ , ^ 

» ♦ 

B. Component ideas: 

1. The functions of adverrtlsing for sellers and for consumers 

2. KLndS' of advertising J 

3. Wise use of advertising 
II. Instructional' Objectives: ^ . 

^ Resides the three objectives specific to each lesson, one iivdlusive 
^ objective Is stated wbich will be a part of the over all.9bjective 
of each lesso^. / , 

Inclusive Objective: List thpse term^,from the lesson which are 
new |:erms to you and define them with 100% accuracy. 

A. State three functions of advertising for sellers and' three 
functions of advertising^ for buyters with an evaluative, state- 
ment assessing the strength and/or limitation of each function. 

B. Given a selected sample of advertisements from magazines and 

' newspapers, the student will identify the type of advert isdJig 
' represented and distinguish with 100% accuracy the. advertising 
thaJt is useful to the consumer in making wise choices ^from 
the a<ivertisl.ng that appeals to his emotiot^s^ ^ 

C. From a .list of facts about advertising, the s/udent will select 
those that are helpfulrvto the consumer in making wise use >pf 
^flvertising and state three reason's for his selections, J 
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INSTRUCTIONS TO THE TEACHER 



Instructional Approach: 

*In the several lessons the student will select one or more learn- 
ing activities that present information relative to the- generaliza- 
tion to bfe learned. 

Identification of the Learners: ' 



.This HELP is developed for average ninth grade students. 

Th}.s unit is designed^ jto help students 'develop an awareness of! 
the conscious and unconscious affects advertising has on his 
buying practices. It may be used generally' to help students 
unc^erstand advertising appeal and its impact, or it may be 
used in relation to specific areas of consuiriei: buying ^uch as 
clothing, food, small appliances, home furnishings, and so - 
fdrth. /> . ' V 



Special Instructions ; 
a1 Equipment needed: 

B. Materials needed: 



Tape recorder 

16 mm proje^ctor ' i» . » 

film fif^trip projector 

Textbooks;- (The textbooks llsfeed 'below 
w^re used^ as references by the Author in 
developing the, reading selections. These 
s6urces are listed here in cas*6 you or 
your students wish to refer to them for 
further 'clarification of a particular 
idea or concept of advertising.) 

Consumer Economic Problems , Wilson and 
Eyster. New York: South-Westem Publish- 
ing Co., 1966. 

Consumer Economics , Wilhelms and Heimefis. 
New York: McGraw-Hill Book Company, Inc., 
1959. 



Media needed: 



Films : Distributing America's Goods , 11 
mitf. , Tho Pennsylvania State University 
Audio-Visual Services, University Park, 
Pennsylvania 16802 ' , i 



Getting The Facts , 11 mi\. , The Pennsylvania 



State University Audio-Visual Services^ Unive 



sity Park, Pennsylvania 

111 " 5 



16802, 



»''The Role pf Coijslim^ers , Part II-A — 
Consumers And'/Xhe Pattern bf Pro- 
dyction^,. The Joint Council On 
Economic Edqcation, 2 West 46th 
Street, New York, N.Y. 

Assorted advertisements from maga- 
zines and newspapers 



'Instructions for Evaluation: • \. . 

A. Special Requirements: . ^ 

Y.OU will not need to develop any test items, but you w^ill need 
to obtain specific examples of advertisements. The descriptions 
of the specific adVe.rtisementft and sourcisa where they can be ' 
located are listed* below. , Please write the .number Ughtly in 
pencil on top of the advertisement to* correspond* tb the test ^ 
item for which" It h^s been^seLected, Part B— Post-Test . 

X 1. "I charmed my snake-cajKlching hubby by losing. 79 pounds." , 
' -Ladies Home Journal , duly, 1969, p. 2. 

' ♦ or 

"I'd probably "never be married now if I hadn't lost 49 
pounds.*' Look, June 10,»^1969, p. 91. ^ 

2. ^ "Does she or' doesri^'t she?" . 

Family Circle , March, 1970, p. 1. ^ ' • ' 
Ladies Home Journal , may, 1969, ^p. 1. or June, 1969, p. 19. 
Look, November 18, 1969, p. 53. ' " 

Woman's Day , 'December, ^969, p. 7.^ 

3. (A) "There jLs ^'a cigarette for the two of you." 
Life , November 7', ' 1969'--back cover. ^ 
Look , November 18, 1969, pNylS* • ^ 

A-B) "Tell someone you like...^ ^' 

^ Ladies Home Journal , July, 1969, p. 35. .\ ^ 

IjOokJ November 18, 1969, p. 72. ' ' . 

T/ . ' ^. . , 

4. Insuralice advertisements 
. Newsweek , February 16, 1970, p. 43. orMarch,2, 1970, p. 2 

Look , November 18, 1969, p. 14, or jr. 45. " ' 

The ' New Yorker , February 7> 1970, Inside back cover.. 
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B.** Test Keys : 



Pre-Test Key 



Part A: 



1. C ' 6. C,S . 

. 2. S ' 7. S , , 

- 3. ' S ' . S/. C V ' 

' • , 4. S ' 9. C,S 

5. G,S ^ ' la. S 

r ^ • ' * 

Part B : ' ^ . 

1. To sell goods and' services . 

2. Gaaollne, 'oil ' * . 

Travel , ' . • . - . V. 

Magazines, books, r:ecord8 ' * * 

Clothing \ ' ' » \ 

Foods, soft' drinks , coffee ^ ^ ' 

' Alcoholic beverages' , 
Equipment for the home 

Insurance ^ ' ' , . . 

Automobiles . ■ ' , 

Drugs,' soaps ^ cosmetics 
' ' Rubber goods, t'lres 

* Tobacco ' ' ' ^. ^ 
Industrial chemicals 

' Industrial machinery • . . • 

^ Paper, plastic goods 

3. How to get peoples* attention. * . 

4. It depends. Usually - the' cost of advertising Is 

J Inclji^ed In the cost of. goods and services. If a J 
product makes its ^ajor appeal as being "exclusive", 
ItG price will be generally high even though it may • 
not be "any better" than a lower pricied good or ser- 
vice of the same type. However, if a product is 
parti(£ularly successful and the demand for it is high, 
. mas^ production of it win generally increase, also 
producing a decrease in its pi;ice. ' 
>^ • I . - 

Part C: 

1. Testimonial - When an individual — sometimes a very 
well-known pers6n — endorses, a product tli rough, state- 
ments about the product., \ . 

2. Institutional advertisement - This kind of advertisement 
is not aimed at a specific product. A pleasant feeling 

• is trying to be created toward a particular institution- 
• busineis firm, industry by mentioning positive. ^assets 

about jihe institution. , 



3. Differentiation advertising - An advertisement ^ed to 
emphasize "something special" about a product that 

. o ^ ipakes it outstanding from prdducts of*^ its variety. 

4. Demand - Changing a possible want i!tito a ne^d, creating 
the desire ^ot a particular good or service. This is 
the object of advertising. 

Post-Test Key 



Part 


A: . 






1. 


G 


9. 




2. 


+ 


. 10. 


+ 


3. 


+ 


11. 


0 


4. 


+ 


■ 12. 


+ 


5. 


• 0 


13. 


+ 


6. 


, + 


14. 




7. 


' '+ 


15. 


+ 


8. 


0 







Part B: 



1. Testimonial > . 

b) The appeal is toward good looks by losing Weight. 

c) "Doqs the person actually believe what he is saying?" 

"Does the^ person know what he is talking about?" 
^. a) Differential 

b) To become young, and alive, and to enjoy life 

again by changing your hair color. • 
cj The "naturalness" of the product* 

3. a) Offers something that can be shared by both^.sexes. 
b) "Gas-trap-fllter"^-reduces the danger of cigarette 

smoking to personal health. 

4. Security 



- POST-TEST. 



0 



Purpose: The purpose of this test is to evaluate your understand- 

ing of the affect that advertising ^hcis on influencing 
consumer decisions; and to see if your knowledge in 
thia particular area has improved since you too^f the 
Pre-Test. 

Instructions: 1. Carefully read and follow the directions, for each 

part . 



2. When you have completed the test, take it to your 



teacher to check the results, 



3. Discuss with h^r the progress you made byv^^^jiflefrtjaking 
the activities in the HELP. . > 

Body., of the Tjest: 

Part A: True and False: Place a plus (+);before the statement if it 

is^true and a zero (0) before the statement if it is false.. ^ ' 

^1. The ultimate goal of advertising is to acquaint the 

consumer with new products that are on the market. 

2. Advertising helps make mass production possible. ^ 

' 3. Advertising has educational benefits. 



4- If it were not for advertising, newspapers and 
magazines would probably increase' in cost. 

5. The'^food industry ranks high in advertising -expendi- 
tures as compared to tobacco and alcoholic beverages. 

6. "Best soap'I ever used" is ah example of a testimonial. 



_7j The consumer actuality controls the type of adver- 
tising by the type hi responds to*. 

__8. From- the standpoint ^p\f sellers, advertising , is 
primarily a medium of exchange. 

__9. One purpose of advertising from the selling stand- 
point is to develop familiarity and a favorable image 
of a particular good or «se'rvice» 

^10. Creating the image of ,a "product of Distincgtion" is 
an aim of advertising for seller^* ' ^ 



vii. 



11. Testimonial advertisements are not aimed at 
immediate sales. ' ^ 

I 

12. The practice of having goods and services 
identifiable by trademarks, slogans and brand 

names is beneficial to shoppers. . • ^ 

¥ 

_13. In order to 'sell a product, advertisers must 
first get the attenjiion of consumers. 

_14. The American people are consuming more goods 

rather than producing more goods. ^ 

15. Advertising is often criticized as being misleading. 



Part B: Identification and Short Answer: Identify the following 
advertisements and answer the questions directed t,o each 
particular example. 



1. a) What is the type of advertisement th'is represents? 
b) What attention-getting device is used? 



c) What two questions could you ask yourself to actually ^ 
find out if this advertisement is valid? ^ 



1. a) What is the type of advertising this example represents? 
b) By what methods are your emotions played upon? 



c) What factors are introduced for a customer's preferring 
their product? 



viM 



Pictures 3A and 3B are advertlsetnetfts of twj similar typ^s 
pf cigarettes. . 

a) What technique is employed in advertisement *^A'Td mak^ 
it seem uuiflue? 



b) What points are played up in advertisement B to make 
that cigarette s'e^m special? 



' What emotional factor is stressed in this advertisement? 



V 
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^ LEAENING OBJECtlVES . 

t ' V * V, . 

Each one of us ' is constantly expo&^'td" some' form of advertising, whether 
we are actvj^lly aware '^of it or not. Billboards, radio, television, news- 
papers and -magazines are just^some o'f the methods of transmitting adver- ^ 
.tisements of goods/and services to consumers.* Some „of the advertisements 
'are subtle in effect and others are more straight-forwardi and each 
individual, po^e^sing his own set of wants, needs,, and values, will 
respond to Varying types of advertisements differently. 

Advertisements can be .amusirngi ' informative , misleading, entertaining,- 
descriptive, stimvilating. Many are the varieties and diversified are 
the effects. But no matter what ifapadt oij^impression -advertising 
arouses in consumers, the ultimate goal of all advertising is the same-- 
to seH goods and services » 

To be an informed and Vise buyier, the consumer should possess some kiio\«)'ledg( 
of the functions and uses of advertisitig, . . 

The lessons in this- unit, ,theref ore, are desigued to help you becdmeiv 
better informed on* the fijnctions and uses of advertising. At cthe com-, 
•pletion of this HELP you should be able to successfully accomplish 
the. following learning objectives: ^ 

Inclusive Objective: List those terms from the lesson that are new 
terms to you and define them with 100% accuracy. 

A. State thre^ functions of advertising for seller^ and three functions 
of a4vertisirig for b^iyers with an evaluative statement assessing 
the strength and/or limitation of each function. 

B. Given a selected sample of advertisements from nragazines and news- 
papers, the student will identify the type of advertising represented 
and distinguish with 100% accuracy the advertising that is useful^> 

to the consumer in making wise choices from the advertising that 
appeals to his emotions. 

C. From' a list of facts about advertising, the student will select 
those that are helpful to the consumer In making wise use of 
advertising an(t) state three reasons for his selections. 
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PRE-TEST ' 

Purprose: " , < i \ 

\^ 

This test is designed to help you find out what you already know about 
the functions, use, arid types of advertising to which consumers are 
exposed; and also to Indicate how much of this HELP you should cover 
In order to reach the objectives of this Learning Package. • 

Directions : 

1. Carefully read and follow the directions for each part. 

2. When you have finished the test, g&K^ the key from your teacher and 
check your work, marking only those Iteias tttat are correct.'^ Place 
the number of correct answers at the top of the answer sheet. 

3. Discuss the results with your teacher to decide what jjroc^dure you 
should follow, if you did not answer all the questions correctly^ 

Body of the Test: ^ 

Part A: Jrom the list of advertising functions ^)elow place a "C" in the 
blank before the functions that benefit the consumer and place 
/ an "S" in the blank before the functions that benefit the seller. 
' \ If an advertising function benefits both the consumer and the 
seller, place an "S" and^a "C" in the blank before the function 

1. Permits comparison of goods and services. 



2. From the business that is available, receive a greater 
amount. 

3. To educate individuals as to the brands of particular - 
products . 

4. Increase respect for a company. 

5. To* 'create the awareness of the pispducts available and 
^ new products. , ^ 

6. Esseatlal to the existence of the present American 
economic system. . 

-7.*^ Change a want into a need, and, tjierefore, create a demand. 
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8. Having available information in order to be a wlfee 
discriminating shopper. 

9. To establish a tradename or image by which a product can 
be identified. / -a 

^ 10 ,\ Create dissatisfaction with /old or present products. - 

Part B: Sljoru Answer: ' Answer tjti^ following questions as correctly' as 
you possi^^^^^j^an. ' 

1. What is the major objective of adv^tlsing?^ w« ^ ' ^ 

^ ^ . " 

2; Name six of the most commonly advertised products. 

a) d) 

b) e) . ^ 

c) ' f) 

3. Name the most important principle applied to developing a successful 
advertisement.' { 



\ 



4. Does advertising increase the over all cost of goods and services? 
Explain your answer. 






/ 



art C: Define the £ollovd.ng terms jis completely as you can* 
1. .Testimonial - , ' 




2. Institutional advertisement - v 



3. Differentiation advertising - 



4. Demand - 



V K> 
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LESSON I 



. .r 



Component: ( 
The functlgas of advertising for sel^lers and for consumers 

Objective: ' . ' 

List tJhose terAs froih th^ lesson that are new terms to you and 
define them with 100% acctiracy. 

State three functions of advertising fox sellers and. three functions 
of advertising for ^uyers jwith ail; evaluative ^statement assessing 
the strength and/or limitation of each fWction. 

Instructions^ 

Materials needed: (obtain from your teacher) 

16 mm projector • . , 

Assorted example^ of advertisements from magazines and newspapers 

* 1, You mu^ do the first learning activity, but you may select 
any or all of the other activities, which you f6el necessary 
to re^ch th^ objective. 

2. Check your progress by taking the self-evaluStion test at the 
end of the lesson. 

V 

3. When yoy have completed it check your answers with the T^st- 
Key in the back. If you can answer 8 of the questions on the 
self-evaluation*, go on to Lesson II. If you are unable to do 
this, complete another learning activity in Lesson I and < " 
then take the self-evaluation again. If you can, then answer 

8* of Jthe questions correctly, proceed to Lesson II. 

Le;aming .Activities : 

1. Read: There are many functions of advertising for sellers 
and for consuniers, and the wise buyer is aware of these 
functions. 

Advertising actually helps us to enjoy the type^of economic 
level that exists in today's American society. If there is 
no demand for a good or service, a business will fail, 
a only when sales are made that production increases and tl 
jobs and wages increase. Advertising helps to change a w^tfT 
or a need of a» consumer into a demand. The ultimate objective 
^ of all advertising, therefore, is to create a demand in ordei^ 
to *sell goods and services. 

17 . 




Demand for products and services is stimulated In a variety of ways. 
The advertiser hopes- to stimulate the desire for "improved .and better" ' 
natural wants such as food, clothing, * shelter, as well as to stimulate 
our emotional wants-^th'e desire to be beautiful or masculine, to- gain 
recognition,, ^to do as everyone is doing, tct be a unique individual, . 
to experience love, to be comfortable and st^^lish, or to be envied. 

In the early settlement days of our country there was no need for mass 
production and mass* distribution blscause mpst pro^^^^® were produced 
aT home. Today, howevef ,^ in our complicated consuming society adver- • 
tising is essential to communicaba b^e^ween sellers and buyers. «> 

There are seyeral primaisy and important , functions of advertising as 
far as the seller is concer^d: ' • ^ 

1. *^ To increase* buyer c^mands by: .v - • 

a) Bringing out iuseful informajticin to create acceptance of a new ' 
producit. , \ 

b) Increasing the *use *of f^iliar items. " 

1 c) Creating acceptance of an item previously refusd?! by certain 
, ^rdups of consumers.' ^ 

2. To inform consumers on: ' 

a) The satisfaction to be gained by using a particular iM^j^nct j 
or service. 

b) The use of goods and services. 

c) \ The advantages X)f using certain brandname or types o| products^i!^ 

3. To inform buyers about "new" products and changes in the old products 

4. ' To let those consumers know mat/ goods are available, vho wouldn't 
> know without advertising. . ^ 

5. To establish consumer preference for cjartain products or brands, 
so that comparative pricing of products can be made. 

6. To increase distribution, . cremating lower cost items. 

7. To create an "image pr sibgan" for items. 

8. To develop admiration for a bu&iness corporation. 

9. To obtain more b\isiness.» 

10. To cause more frequent-, use of one product over another product — 
sugar as compared to artificial sweetners. 

Many critics feel that advertising is not ''Necessary . Nevertheless, 
as with all ideas dfad items, the^re are positive and negative ^'points 
to consider. ^'The three majoif areas of cril^lsm of adverfisin^g are 
that i^ causes discontent, brings about unwise decisions, and increases 
prices. A well-informed consumer need not be discontent if he is unable 
to afford high pieced luxury items, for he max S^iin greater satisfaction 
in satisfying needs on a simpler b<asds. Advertising costs are often 
included in the over all price of a product, but as mass production 
and mass distributi^^fi^ increase thfough advertising, the cost of goods 
. and services may actually decreasf . Companies that advertise in 

^ ' ' I 
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• magazines and n^spapars are actually h'elplng to recfiice the cosjt of the 
magazlrre or newspaper paid by consumers. ^ >Jt is approximated that the 

y Insurance Industry spends Jthe Id^t outadvertising and that th*6 tobacco 
manufacturers rank first with the' alcoholic beverage Industry ranking 
secondr. Beiow Is a list of the 15 most advertised products as determined 
bjr the. editors of Consumer Economics ■ , / » . ' * 

Automobiles . Gasoline, ol^ ^ 

Foods, sof(t drinks ^ Rubber gop^ds; tires 

Soaps, 4lirugs, cosmetics Chemicals i - 

Tobacdo* . Travel 

* Alcoholic beverages ' Pdper, plastic goods / 
Home equipment ( Magazines, fii&oks 
Clothing • ^ Insijrance ' 
Industrial machinery ♦ r 

, • . ; 

Thei;e ar^ seyexal functions that advertising serves for consumers. 
1. Our sjtBndard of living has actually been eleVated by ,the 

• educi^tional benefits of f^vertialng. The food industry is a prime i 
example. Citrus fruits, for instance, were not purq^aaed With any 
great frequency until their nut; ritionffl- value was greatly emphasized. 
Advertising acquaititfs buyers with new products^ and their uses. 
""Advertising can be used as a powerful tool to promote better living 

conditions — £he preservation of natural resources being aXsgood 
rexmnple. • A, / 

- Advertising has ecpnogiic benefit^ for consumers also. / Through demand 
and increase prodtietion jiafty'^services and products are'^n^ade available 
at reasonable prices. ^ 

1- Vifew the film: Distributing y America's Goods 




2. 



0 From five magazines (Mad , Glamour , Cosmopolitan , Seventeen , 
Co-Ed) and any other magazines of your choice, make a list 
of all the titles and terms' that appeal to human emotions 
^ and a list of titles and terms that appeal to naturaz 
wants. 

B) After compiling these two lists, analyze 'their v^ue and ^ 
functional usefulness to consumers. 

0 

3. Locate advertisements in newspapers and magazine^d th^t you read 
frequently that contain a) sex appeal b) luxur^y appeal 
' c) health appeal d) beauty or masculinity appeal. Paste these 
advertisements on construction papef and briefly describe the 
manner in which -the appeal is emphasized./ With the^ consent 
of your teacher^'' use these advertisement^ you found and their 
descriptions to make £^ bulletin bo. 





4. Interview the manager or own^j: of ^ local department store 
or grocQ^ s^ore, or other local/^^siness establishment that 
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• * » '> 

adverltlses to obtain the following 'information: 
^ a) Media us^ed for advertising — radio/ television, newspap^r^ . • • 

b) Manner used to >^rouse attention 

c) The particular functions the advertising serves ^ 

^ Be^sure to conduct your interview wl^4n~the store is not busy. 
Introdute yourself £md explain the natui/e of^ the assigtlment ^ 
before beginning th^ interview. 



Se:^f-Evaluation Test: . . / 

Direction^ : Complete the following crossword puzzle. 



Down: 



1. Crit£ci*sm of advertising ^ . ' . 

2. An increase in the need of a product to be essential ^ ^ 

3. Industry that is part of • the list of high-ranking advertisers 

4» Type of economic society -t/e now live in ^ ^ . , 4 

5. ^Industry that spends the most for advertising , 

Across : 

1. Benefit of advertising to con'^umers 

2. Pem^its comparis^sm of products Jbyybuyers * # « 

3. Increases the development^ of more and better products 

4. What happens to consumer prices through mass production 

5. Objeictive of advertising * ^ \ 
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LESSON II 



Componenj:: ^ • ' ' . 

. ' Kinds of advertising 

Objective: • ' " 

List those terms from the lesson that are new terms to you 
and define' them with 100% accuracy. J, 

i ' • ^ ^ . 

Given a selected sampl0*'of advertisements from magazines and 
newspapers, the student will identify the type of adver-tising „ 
represented and distinguish with 100% accuracy the advertising 
that is useful to the consumer Jtn making wise choices from the , 
advertising that, appeals to his emotions. 

. ' ' • . . / 

* .. . s» 

Instructions): 

Materi^s needed: (obtain from your .teacher) ' . 

Assorted examples of advertisements from magazines and 

newspapers ^ • . 

- 1. You must do thfe first lean^ing activity, but you may select 
any *or all of the other activities which ^ou feel necessary 
to reach the objective. 

2. Check your progress by taking the self-evaluation test at the. 
end of the lesson. ' _ ^ ^ 

3* When you have completed it, cheek your answers with the Te^st-Key 
in the back. ^ you can answer 8 of the questions on the self- 
evaluation, go on to Lesson III. If you-' are unable to do this, 
complete another lea*?Tiing activity in Lesson II and fhen take 

* the self-evaluation again. If you can tiien answer 8 o| the 
questions correctly, proceed to Lesson III. 

Learning Activities: . 

.1. Read: There-are certain questions advertisers need to have 

answered when it comes to producing advertisements. The most 
important questiori centers* ^ what actually will make people • 
want to buy. Theee are several key points, therefore, advertise 
use to get results. b 
1. First of importance is that an advertisement must^be 

attention-getting. " Some of the devices used are: using, 
beautiful girls, clever slogans, "cute" jingles and songs, 
p'ftrases that rhyme, comedy in real life situations, techniqu 
to arouse pleasant feelings. ^ 
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The advertiser hopes to create pleasant feelings and as- 
'sociations toward his product. For example, an association is 
formed to link a certain brand of cigarette with the rugged, 
outdoor type of individual — as if smoking that brand makes the. 
/ "ruggWd man". , ^ ' ! 

3*: In many products, such as groceries, the buyer aims for 
quality and valu^. * • 

4. Some <ads offer ways to economize and to persuade the consumer 
to act. ^ ' ^ *^ ^ 

5. The desire to hh popular and socially accepted' is played 

up in'^many advertisements. There is the example of how a mouth 
wash cured bad breath ,a3l4 aaved a love affair. 

6. ' Advertise^js try to create action by appe^ing to an immediate 

urge — "Write nowl" "Go to your, drug stoth tomorrow Sad ask 

for ' » / 

' These device^ will be utilized generally in advertisements. v ^ 
However, there are a few special category typ^s into wHich 
advertisements can be grouped-. ' ^ . 

» " ' * ' ^ 

Primary advertising — This type ^of advertising. focuses attention 
on a class of a product rather than a -particulat br^d. An 
example would be the National Dairy Council, stressing the 
importance of drinking milk. 




Product differentiation or Selective advefct^lsing — A persuai^ive 
type of advertising to urge consumer^ to buy oh6 brand or type ^ 
over another similar prtfcJuct because of it's different or unique 
features. ^ 

Institutional advertising — This type of advertising is aimed at 
building up pleasant associations or feelings toward a particular 
firm or industry by telling its benefits' for employees or by 
telling about its established reputation, for- example. 

Testimonial — This is a type of advertising where an indivldual- 
of ten otimes very well-known- endorses a particular product. 
The individual makfis* a statement to give Approval to a certain 
good or service. In order to make good use of a testimonial, 
Na consumer should ask himself two questions: 
• Does the person actually believe in the product he is endorsing? 
Does the person really have a valid idea of what he is talking 
about? 

2. Listen to a 'radio commer(2ial of observe a television comercial. 
Analyze the advertisement according to the following points: , 

a) Type, of appeal aryi^to whom it is directed ^ 

b) Use of attentlon^etting' devices 
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c) 
d) 



Claims proposed for the good or se^rvlce 
Persuasiveness of the advertiser 



3. Discuss vlth a female and male friend the advertisements that 
really appeal to your age group* What psychploglcal approach - 
do advertisers use to reach the teenage population? 

4^ Find at least one example from magazines, and newspapers of the 
advertlaiug types listed below. After locating your excOnples, 
compare the facts presented with the attention-getting devices 
used for each example. 

a) Product differentiation advertisement 

b) Testimonial ^-^ 

c) Appeals to the urge to "buy immediately" , 

d) % Institutional advertisement 
, e) Stresses economy appeal 

f) Appeals to the need for social acceptance 

g) Arqjises the sense of feat 



Self-lTvaluation Test: v • 

Directions: Below are llited headline statements found' on 
several advertisements! In tiie blanU before each statement glace 
'the correct word to match the type of advertisement to its 
written claim. Use th^ followijig three words for this exercise; 

TESlblONIAL DIFFERENTIAL INSTITUTIONAL 

1. "Why did the Dave Brubecks, who could* 

. afford the world's most expensive dryer, 
want a Kenmore from Sears?" 



2. "Hunt sauce makes Wednesday special. 

^3. " "Easy-Off with 25% More Power Cleaner 
does a better job •" 

4. "Houses grow young gracefully with siding 
of Reynolds Aluminum." 

5. "My children were ashamed of me, until 
I. lost 7j6 pounds." f , 

6. "A Thomas Organ is as easy to play as 
a-one, a-two, a-three", says Lawrence 
We Ik. 
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10. 



_7. "Turning the tide against pollution 

alo^ the capricious Ohio River. This 
story is another example of how IBM, 
its people or products often play a 
part in tackling today's problems." 

8. "Cyclamates. Consider the alternatives." 

"New anti-perspirant Secret has more 
what' a woman needs to stay dr^ and 
delicately feminine through the whole 
sad, happy, solemn, gay. day." 

"What's right with America — Foreigners 
are scornful of pur ghVttos. Yet tens 
of millions are being spent by businesses 
to rebuild slums with modern homes, 
and the median income for 'Negro 
families has risen to $5300. a year * 
and the number earning $7000. 
doubled in ten years." . ^ 
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LESSON III 



Component : ^ ^ 

Wise use of advertising 

Objective: ^ 

List thosq terms from the lesson that are new terms to you and 
define th*^\writh 100% accuracy. ^ - » 

/ 

From a list/^f facts about advertising, the student will selept 
those that are helpful to the consumer in making- wis^use of 
advertising and state three reasons for his ^elections. 

Instructions: . ' * 

Mattarials needed: (obtain from your teacher) / 
film strip projector 
16 mm projector ^ 

Assorted examples of advertisements from magazines and newspapers 

1. You must do the first learning activity, but you may select 
any or all of the ofcKer activities, which you feel necessary 
to reach the objective. 

a • 

to- 

' 2. Check your progress by taking the self-evaluation test at the 
end of the lesson. - „ 

3. When you have completed it, check your answers with the Test- 
Key in the back. If you can answer 6 of the questions on the 
self-evaluation, go on to the Post-Test. If you are unable 
to do this, complete another learning activity in Lesson III 
and then take the self-evaluation again. If you can then 
answer 6 of the questions correctly, proceed to the POst-Test. 

Learning Activities: ^ 

1. Read: Advertising can be extremely beneficial to consumers 

if t^hey are able to make wise and efficient use of it. In order 
to utilize advertising to its fullest advantage, the buyer • 
must be discriminating in regard to the appeals made. The 
consumer must be able to spr^^that iniEormation that is 
reliable' and useful from* tha|p.nformation that iQ unreliable. 
Since' consumers are often S(;^^,^con^ciously influenced by 
advertising which has become'^o much a part of our modem 
world, it is becoming increasingly necessary to foster an 
immunity to advertisem^ts wKich do not appeal to our better 
judgments. 
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In order to obtain accurate, reliable. Information from adver- 
tiaetoents, buyers must be able to delineate jactual, factual" 
Iri formation .from the emotldnar "sales, pitchy." 

Consumers can actually help to control the advertising of the^ 
j^tmire. Research has shown that the type of advertising to 
^^ch buyers respond Is the type that is produced with the 

greatest ^frequency. i^Therefore., If a^ consumet wishes to ha^ve 

a hand in improving^ future advertising, he must check his 

indiscriminate buying practices, 

'4 

There are several pollsters that consumers can. utilize in 
judging the quality' arid ugefuljiess pf advertisements. 

1. Be aX^rt to advertisements to discover what new goods and ^ 
services are on ^the market Advertisements in this man- 
ner- are being used as a consum'er information source. 

2. 'in order to make wise dec;Lsions, be ^lert to those adver- 

tisements that gain attention through emotional- appjaal 

and those advertisements that present ' reliable information. ^ 

3. Look for information in advertisements that present pro- 
duct quality pointers. 

4. Develop immunity toward absurd claims and statements 
inferred in advertisements. 

'* -'^ . 

5. If an advertisement is a "testimonial," evaluate- it with 

great care. , " 

6. ^Analyze advertisements to obtain Impor'tant facts about 

use, care, and the "Standards of products. If ^infonpation 
of this type is npt available in the ad, request infor- 
mation from the retailer or the manafacttjrer or corporation. 

View thfe film: Getting The Facts 

View the following parts of twb related film strips: 

"The Role of Cons umets— Part II-A — Consumers, An'd The 
Pattern Of -"Production" 

"The Role of Consumers — Part III-A—Dlf-f iculty .of Becoming " 
An Intelligent Consumer" 

Choose several types of magazines (for example, Mad , Cosmopolitan 
Seventeen . Newsweek , Better" ^ Homes And -Gardens > Co-Ed , True 
Story .- McCalls) and place the magazines in two categories — 
those you think are read by "indis criminating readers and those yo 
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think are read by discrete, well-informed readers. Analyze the 
advertisements in each grouping according to the claims made 
through emotional appeal and according to valid, factual infor- 
mation which is presented. " - - . 

Through this activity you can' actually access the type of 
advertising you are indirectly supporting by subscribing to 
one type of imagazine ^ver another • Have you developed an 
"immunity" to any particular type of advertisement, yet? 

5. View a television advertisement of your choice and analyze 
its content according to the six guidelines presented in 
activity 1. * 



Self-Evaluatioa Test: 

Directions: True and False: Place a plus (+) in the blank, 
before the statement if it is true and a zero (0) in the 
blank before the statement if It is false. 

^ ^1*. Advertising can influence consinner decisions- 

unconsciously. 



2. flost advertising "sales talk" is emotional in 
nature. 

3. Manufacturers and retailers are good resources for 
product information, not found in .advertisements. 

Testimonials are very felialsle sources of information 
on good^ and services. ' * , - 

_5. Advertisements ' are reliable sources for learning 
what is new and itnproved in* products. ^^-^ 

6. In order, to gain attention advertisements ma^ be 
geared strongly, on emotional qualities. 

_7. Advertisements have become^a. part of our modem 
society. 
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QUEST OPPORTUNITIES 



If you are Interested in further study of the Influence advertising 
h^^ on consumer decision making and buying practices, do one or more 
ilrche f'ollowing suggested activities. If you wish to pursue an 
activity not listed here, check first with your teachfr. 

Suggested Quest Opportunities: ^ 

1. Find examples of what you consider to be false advertising 
in your local newspaper, magazineJl you frequently read, and 
advertising circulars distributed through the mailt What 
are your reasons for considering the examples you selected to 
be false advertising? Visit your local Better Business 
Bureau to find out what services it performs in the control 
of local .advertising. Write a brief report on your findings. 

2. Draw or write what you consider to be a "perfect example" of 
a valid, informative advertisement of a good or service of 
your choice. 'State what media would suit your example — radio, 
magazine, so forth. State reasons why your example represents 
a food, informative advertisement. What device have you 
utilized as an attention-getter? With the permission of your 
teacher, display your advertising example in your classroom. 

3. Develop a pro and con position on the question that: "Most 
Advertising has Informative, Educational, Social, and Economic 
Value and Aids in the Reduction of the Cost of Goods and 
Services." If you choose, meet with other students who have 
previously completed this HELP and arrange a debate on the 
above topic. 

4. Select a particular product that you may some day wish to 
purchase — a range, hair diryer, stereo equipment, automobile, 
sewing machine, type writer. Locate at least four different ^ 
advertisements, eaeh a different brand of the same product..- 

a) ^ Analyze the reliable and useful information in each 

. advertisement . ^ 

b) What device or type of appeal is utilized in order to 
gain your attention and interest? 

c) Rate. the quality of the advertisements on a 1 to 4 basis, 
♦ judging by the following criteria: personal appeal,. 

factual information, attractiveness. 

' 5. Analyze your personal thoughts by thinking about the fol'J.^wirj.g 
questions : 

a) Is advertising personally beneficial to you as 'a consumer? 

■ ■ ■ ' 29, , 

' ^18 




Do you consider advertising to be a cost to consumers or 
an inexpensive way of selling goods and services? 
Disregarding^he persuasive factors advertisements contain 
to purcl^se orfe product over another product, how extensively 
do you tninkdadvertising influences other attitudes and 
"habits? ^ 
If suddenly all advertising would disappear, do you thirfk 
you would be a better shopper? Why or why not^ ^ 



30 



19 




SELF-EVALUATION KEY 



LESSON I: 



Down 

1. 
2. 

3, 
4. 



Discontent 
Demand 
Automobile 
Consuming 



5, / Tobacco 



Across, 

1. Information 

2. Brands 

3. Competition 

4. Decrease 

5. Selling 



LESSON II: 



1. ^^.Testimonial 

2. Differential 

3. Differential 

4. Differential 

5. Testimonial 



6. '^Testimonial 

7. Institutional 

8. Differential 

9. ' Institutional 
^10 . Ins 1 1 tu t lonal 
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